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~ What has been achieved so far

Ayear later we
Increased our
portfolio to 12

represented TV

channels

As a factor on the
market, we are
perceived as the 3rd

We started in

November 2017 player and more and
with only Discovery more clients are
as a strong JOIning us

International brand
In our portfolio

November 2017 April 2018 November 2018



A Ata glance

 Well balanced portfolio

* Improving the reach in mix with Nova and/or bTV

* Precise targeting

» Tailored approach to the advertisers

* Excellent service, relevant pricing

* Focus on the brand partnerships

» Create stronger and long-lasting client/media liaison




\ The Audience

YOUNG (18 years)
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N The Audience

5 151 000 people
The average daily reach of all TV channels In
Bulgaria

1 573 000 people
We reach more than 30% of them each day!

No data yet for ID and Eurosport. Nielsen data shows 35% with the two channels included

- Period: Jan-Oct 2018
TILIcR'D travel (food B B ﬂ = M&E Bloomberg
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A\ The Audience - even more precise

Using the TSH bundle together with the , you surely win
no matter of the combination with bMG and/or NBG

For the same amount of TRPs, but mixed with TSH channels:

* You will get 1.8 reach points more on average - for levels from 1+ to
at least 5+ compared to using only one of the big TV groups

 (oing to 25 reach points more In the different mixes

The simulation is based on Sep-Oct 2018 GARB data for 500 TRPs, TG: A 18-49



N The Audience

Our bundle gives you a very balanced

Male, Female,

audience and an opportunity to find the 5 49%

right one for your products!

Source: GARB Bulgaria
Period: Jan-Oct 2018
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Jiscovery

CHANNEL

SURVIVAL GOLD TURBO SCIENCE






> UROSPORT

FOOTBALL CYCLING TENNIS MOTORSPORTS ATHLETICS






BRAND TRUTH
m shocking crimes and

alacious scandals, to hard-
hitting investigations, ID is the
home of real-life mystery and
suspense, incredible real stories.

CONTENT
Addictive Storytelling, Real-

Life Mystery & Crime, High
Stakes, Real People

TONE OF VOICE
ramatic, Investigative &

- AUDIENCE INSIGHT

Information and gossip junkies
who love to dig deep into the
detailéand uncover the truth,

because they find fact more
entertaining than fiction.

BENEFITS / IMPACT

The thrill of learning the truth
behind real-life cases.

A deeper understanding of the
human psyche and behavior.

uspenseful



A Represented Channels - clear targeting

GENDER SETTLEMENT ‘ EDUCATION
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No one takes you on an

emotional iourney like TLC.

We are the entertainment destination for
the families you love, the characters you
root for, and the authentic, compelling
stories you can't find anywhere else.




WEDDINGS FOOD FAMILY & LIFE BODY DATING WITH
RELATIONSHIPS  JOURNEYS SHOCK A TWIST
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Travel Channelfpresentsiatunique
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Food Networkiis a unique lifestyle brand
/Lhat e{)nnec S |ew_er.s*tt®b > power and
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~.empowering through our talent and

expertise.
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A Represented Channels - clear targeting

GENDER ‘ AGE ‘ SETTLEMENT ‘ EDUCATION
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Local Channels - clear targeting

GENDER ‘ SETTLEMENT EDUCATION

eeeeee
3\ s S
s
- w s
7
A 96 4
wnesse







Brand Partnership Advertising Forms

CH.IDENT CREATIVE COMMERCIAL BREAK CH. IDENT



\ Brand Partnership Advertising Forms

BREAK KEEPERS

Paired Break keepers short spots (10 seconds each), aired before and
after the commercial break.

—— —

PROGRAM=S CH.IDENT ~QUESTION COMMERCIAL BREAK ANSWER ~ CH.IDENT SSSPROGRAM
SPONSOR SPONSOR

BILLBOARDS / BREAK BUMPERS T sl <

Billboards or Break Bumpers of the sponsor In & Out with just a visual or
creative approach

I M Secari-tx de

PROGRAMSS  CH. [DENT BBI COMMERCIAL BREAK BBO CH.IDENT ESSPROGRAM

upe

SPONSOR SPONSOR




~ Brand Partnership Advertising Forms

COMMERCIAL VIGNETTE

Short program designed to fit our partner communication goals leveraging Discovery
fingerprint.

Aired instead of a commercial break as a stand alone partner commercial content

It is a 3 minutes direct communication tool that tells the story of our partner: brand values
and history, production process, enhanced product features and benefits
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PROGRAM CH. IDENT COMMERCIAL YIGNETTE CH. IDENT PROGRAM

SPONSOR
SMART IDEAS

30” creative animation designed to fit our partner communication goals using a fun and
scientific approach

Focuses on the differentiating factors of the partners product/ brand

Holds the viewers attention thru fun, smart and scientific facts that relates to our partner
communication goals

»
<

PROGRAM CH. IDENT SMART IDEA COMMERCIAL BREAK CH.IDENT SSPROGRAM

SPONSOR




~ Brand Partnership Advertising Forms

PROGRAMM SPONSORSHIP

Up to 30 seconds. Opening or closing the AD Break. (different animations)
In any case no matter the graphics — Advertisement sign should be present
Promo Announcement of the Program in integration with TVC at the end or the

beginning of the promo. (Custom project)
The sponsor in association with the program
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PROGRAM= CH. IDENT PROG PROMO SOPNSTAG COMMERCIALBREAK  CH.IDENT [F==PROGRAM

SPONSOR

CHANNEL SPONSORSHIP

Exclusive 15” spot that communicates a premium and direct association between our
partner and one of Discovery Channel brands
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PROGRAM  CH.IDENT CHANNEL SPONSORSHIP COMMERCIAL BREAK CH.IDENT [SSPROGRAM

SPONSOR




The stre gtH of t 6ﬁﬂﬂsﬁfmc TV channels is in the

viewers' choice to watch thelr faVorite'content. _
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